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Abstract 

Digital marketing has become a dominant promotional strategy in the modern business environment due 

to rapid technological advancement and widespread internet usage. Despite increased adoption, many 

organizations remain uncertain about the financial returns generated from digital marketing 

investments. This review paper examines the concept of Digital Marketing Return on Investment (ROI) 

and evaluates the financial effectiveness of online campaigns across major digital channels. It discusses 

key financial metrics such as ROI, ROAS, CAC, CPL, and CLV, while highlighting challenges related to 

attribution, data integration, and intangible benefits. The study also reviews emerging trends and 

analytical approaches for improving ROI measurement and strategic decision-making. 

Keywords; Digital Platforms, Return On Investment (ROI), Financial Metric, Social Media 

Platforms, Cost per Click (CPC), Cost per Acquisition. 

INTRODUCTION 

Quality by Design (QbD) has emerged as a systematic and science-based 

approach in pharmaceutical development that emphasizes predefined objectives, 

product understanding, and process control. Promoted by regulatory bodies such as 

the FDA and ICH, QbD integrates risk management and statistical tools like Design 

of Experiments (DoE) to ensure consistent product quality. Unlike traditional trial-

and-error methods, QbD enables identification of critical material attributes and 

process parameters, leading to robust formulations and reduced development costs 

(Montgomery 2017). 

Digital marketing has come into the limelight of organizational strategy in the 

modern business world due to the high development of the information 

technological sphere, the growth of internet penetration, and the spread of the 

smartphones and social networks [1]. Digital marketing is unlike the traditional 

methods of marketing, like the print media, television and radio because it provides 

real time interaction, focus on the audience and massive data generation [2]. Since 

organizations are increasingly spending much of their marketing budgets in the 

online platforms, the measurement of financial returns of these investments has 

emerged as a key managerial issue. This has resulted in the increasing academic and 

practitioner attention in the determination and measurement of Digital Marketing 

Return on Investment (ROI) [3]. The Return on Investment is one of the essential 

financial measures applied to evaluate the profitability and efficiency of 

investments. When applied in digital marketing, ROI describes the financial payoffs 

realized by the online marketing campaigns in comparison to the expenses [4]. 

Although digital marketing is said to be more measurable and transparent than 

traditional marketing, it is difficult to enumerate its financial impact accurately. 

Multi-channel customer journeys, delayed conversions, brand awareness impacts, 

and indirect value creation are some of the factors that make it difficult to measure 

the ROI of digital marketing [5]. 

The need to successfully evaluate digital marketing has only been intensified by 

the transformation of product centric to customer centric business models. 

https://crossmark.crossref.org/dialog?doi=10.69968/ijisem.2026v5i181-89
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    Companies have started to communicate with and 

interact with customers on various digital fronts: search 

engines, social media, email, display advertisements, 

collaborating with influencers and various mobile apps [6]. 

All these channels play a different role in the acquisition of 

customers, engagement, and retention. As a result, the 

methodological challenge of isolating the financial 

contribution of individual campaigns or channels is present. 

In addition, the accessibility of enormous amount of 

marketing data, commonly known as big data has 

revolutionized the digital marketing evaluation practice [7]. 

The tools of advanced analytics, artificial intelligence and 

machine learning allow marketers to trace user behavior, 

conversion paths and lifetime value at a level never seen 

before. Nevertheless, a large amount of data does not 

necessarily lead to improved financial decision-making. 

Most companies find it hard to match digital marketing 

metrics, that is, impressions, clicks, and engagement rates 

with financial performance metrics, i.e. revenue growth, 

profitability, and shareholder value [8]. 

Academically speaking, the research on digital 

marketing ROI is characterized by different methods and 

models, including the traditional models of financial metrics 

and customer-based and value-based models. The scholars 

stress that the success of digital marketing activity must be 

based not only on immediate sales but also on long-term 

brand recognition, customer association and positioning [9]. 

Because of that, digital marketing ROI has now become a 

multidimensional construct where financial, behavioral, and 

strategic outcomes are combined. The importance of the 

digital marketing ROI is especially severe in the case of 

emerging economies like India. The increased adoption of 

online marketing practices has been boosted by rapid 

digitalization, government schemes that advance the use of 

digital payments and electronic commerce as well as the 

number of startups that are emerging [10]. Small and 

medium businesses (SMEs) especially, are using digital 

platforms to expand to wider market with low budgets. In 

the case of these companies, the financial performance of 

online campaigns is the key to their survival and expansion 

[11]. 

Concept Of Digital Marketing Roi 

Digital Marketing ROI is the quantification of financial 

gains that are attained by digital marketing undertakings 

against the expenditure that has been incurred by the 

undertakings. It is commonly presented in terms of 

percentage or ratio, which is determined by dividing net 

profit and total marketing investment [12]. But in the digital 

world, ROI is not about profit calculations and includes a 

wider range of performance measures. Digital marketing 

enables real time monitoring and measuring of the 

performance unlike traditional marketing [13]. Cost per 

click (CPC), cost per acquisition (CPA), conversion rate, 

and customer lifetime value (CLV) are some of the metrics 

used to examine performance in the campaign. Such 

measures are, however, typically proxies, but not direct 

measures of financial returns [3]. As such, the association of 

them with revenue and profitability continues to be a major 

issue. Both long-term and short-term results were also 

included in the concept of digital marketing ROI. Short-term 

ROI is concerned with sales, leads, or conversions of a 

campaign in the short-term. Long-term ROI takes into 

account brand awareness, customer loyalty and repeat 

purchases, which do not give immediate financial payoff but 

add to sustainable competitive advantage [14]. 

Importance of Financial Evaluation of Online Campaigns 

Online campaign financial analysis is vital in making 

informed decisions and proper allocation of resources. 

Organizations have budget limitations, and thus there is need 

to invest in marketing channels that will yield maximum 

returns. The analysis of digital marketing ROI allows 

managers to see the effectiveness of other platforms, 

campaigns, and strategies [15]. Accountability and 

performance management is also supported by financial 

evaluation. Marketing departments are also under more 

pressure to prove their spending with financial measures that 

are similar to those applied to finance and operations [16]. 

Marketers can improve their strategic roles in organizations 

by showing that there is a clear connection between digital 

marketing activities and financial results. Also, ROI analysis 

encourages the process of ongoing improvement. Marketers 

can make more out of performance evaluation in order to 

optimize campaign design, targeting strategies, and content 

development. It is an iterative process that promotes the 

efficiency of marketing and minimizes wasteful expenditure 

[17]. 

Key Digital Marketing Channels and ROI Implications 

• Search Engine Marketing (SEM) and Search 

Engine Optimization (SEO): Two common 

digital marketing tactics that are commonly used to 

enhance visibility in the internet are search engine 

marketing and search engine optimization. SEM is 

paid advertisement and SEO is organic search. The 

ROI in SEM is comparatively simpler to gauge 
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since costs as well as conversion can be tracked. 

Conversely, SEO provides long-term returns, and 

ROI assessment is more intricate but can be more 

viable [18]. 

• Social Media Marketing: The social media 

applications allow the businesses to interact with 

the customers using paid advertising, organic 

content, and an influencer partnership. Although 

likes, shares, and comments are one of the metrics 

that show the level of engagement, it is difficult to 

translate them into financial returns. According to 

researchers, the ROI may be estimated more 

accurately by combining engagement data with 

conversion and lifetime value data [19]. 

• Email Marketing: The email marketing is 

regarded as one of the most economical digital 

media. It has a tendency to yield high ROI because 

of low costs of operation and communication that 

is focused. Financial analysis usually revolves 

around open rates, click through and conversion 

rates together with revenue earned per campaign 

[20]. 

• Display and Video Advertising: Video 

advertising and display advertising increase brand 

recall and awareness. Their effect on financial 

aspect is usually indirect, where the perception of 

customers is affected but not the direct buying. 

Their contribution to the overall ROI is usually 

estimated by using attribution models [21]. 

Financial Metrics Used in Digital Marketing ROI 

Evaluation 

There are various financial and performance indicators 

used to measure the ROI of digital marketing. The metrics 

used commonly are return on ad spend (ROAS), cost per 

lead (CPL), customer acquisition cost (CAC), and customer 

lifetime value (CLV). Among them, CLV is gaining growing 

importance since it embraces the long-term profitability of 

customers. Advanced financial models combine marketing 

measurements and accounting and financial information to 

give a comprehensive picture of performance. These models 

are useful in ensuring that the marketing investments are in 

tandem with the overall business goals. 

• Cost per lead: Cost per lead (CPL), also known as 

cost per conversion, is normally applied to paid 

traffic. The only thing that matters is the amount 

you spend to get a lead or a user that shows interest 

in your products, services or company and can 

become a customer through CPL. In order to 

compute CPL, take the number of leads you 

received at a certain time and divided them with the 

amount of ad you spent in the same time [22]. 

• Customer lifetime value: Customer lifetime value 

(CLV) is the value of a customer to your business 

based on the duration of the customer period. It 

helps to estimate the payback of your marketing in 

the long term. In order to compute CLV, take the 

average revenue that you will receive in one year 

per customer multiplied by the average length of 

stay of your customers in your company [3]. 

• Return on Ad spend (ROAS): Return on Ad 

Spend (ROAS) constitutes a vital performance 

metric in digital marketing representing the amount 

of revenue generated every dollar on an 

advertisement. This measure helps companies to 

assess the effectiveness of their advertising 

campaign and make correct decisions concerning 

the allocation of the budget and improvement of the 

strategy [23]. 

• Customer Acquisition Cost (CAC): CAC is the 

overall cost used to obtain a new customer. It 

includes marketing expenditure, the sales expenses, 

and other investments. This metric is obtained by 

taking the cumulative cost of the customer 

acquisition work divided by the new customers 

obtained over a given span of time. The knowledge 

about the CAC measure will provide you with the 

knowledge about the effectiveness of your 

marketing work and the viability of your business 

model. An increase in CAC values can be an 

indication of inefficiencies so that optimization 

must be performed to decrease cost. You can use a 

balance between CAC and such metrics as CLV to 

find out the profitability of your acquisition activity 

and guarantee the long-term scalable success [23]. 

Challenges in Measuring Digital Marketing ROI 

Digital marketing ROI is hard to measure even after 

technological improvement. Evaluation efforts are 

complicated by multi-channel attribution, data quality, 

privacy laws, and the fast-evolving consumer behavior. 

Moreover, the intangible measures like brand equity and 

customer trust cannot be easily measured in terms of 

finances. 
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Figure 1: Common Attribution Models and Their Accuracy [24] 

Small businesses also tend to be limited by resources and 

expertise and, as a result, cannot install advanced ROI 

measurement systems. Consequently, their reliance on 

partial or simplified measures, that do not capture financial 

impact, is common in many organizations. 

• Attribution Complexity: Before customers make 

a conversion, they engage with too many 

touchpoints (social, search, email, ads) and it is 

difficult to credit one channel with the actual credit 

[24].  

• Multi-Channel Journeys: Contemporary 

consumers alternate devices and platforms, making 

it difficult to monitor and trace an action of one 

individual [24]. 

• Data Silos & Integration: Disconnected 

marketing, sales, and customer information on 

various platforms (such as Google, Facebook) do 

not allow to see the whole [24]. 

• Time Lags: Long sales cycles, typical of B2B, 

imply that there is a long-time lag between 

preliminary marketing contact and ultimate sale, 

making it difficult to understand direct ROI.  

• Intangible Benefits: Measuring the value of the 

brand awareness, trust, and loyalty of the customer 

is challenging but very essential to ultimate success 

[25]. 

• Data Overload & Inaccuracy: The amount of 

data available to marketers is enormous, but it 

remains hard to extract some meaningful 

information, which can be explained by the errors 

in tracking or configuration problems [17]. 

• Algorithm Changes: Attribution rules are 

constantly changing by the significant platforms 

(Google, Meta), and it becomes more difficult to 

track it constantly [3]. 

• Vanity Metrics: Dwelling on such metrics as likes 

or clicks rather than revenue-generating outcomes 

(e.g. leads, sales) will provide a misleading 

indication of ROI. 

LITERATURE REVIEW 

(Amin & Hardiyanti, 2025) [25] examines the potential 

and difficulties of "measuring return on investment (ROI) in 

business-to-business (B2B) digital marketing among 

MSMEs in Indonesia's Gowa Regency". According to 

qualitative research, the majority of MSMEs evaluate their 

marketing performance on their gut feelings rather than data-

driven analysis. Limited analytical capacity, a lack of 

organized ROI frameworks, disjointed digital systems, and 

reliance on unofficial B2B networks are some of the main 

obstacles. Notwithstanding these limitations, there is room 

for progress thanks to new developments like social media 

optimization, AI-based analytics, and government-led 

digitization initiatives. Overall, the study finds that although 

MSMEs in Gowa Regency are steadily adopting digital 
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marketing, their ability to calculate return on investment is 

still lacking. For MSMEs to assess marketing efficacy and 

attain long-term competitiveness in the B2B digital market, 

it is imperative to improve digital literacy, financial 

management abilities, and governmental support. 

Table 1: MSME Profile and Digitalization Trends in 

Gowa Regency (2020-2024) [25] 

Years  Total 

MSMEs 

MSMEs 

with NIB 

% 

Registered  

MSMEs 

using 

Digital 

Marketing  

2020 48,912 2,150 4.4% 18% 

2021 52,700 2,850 5.4% 25% 

2022 57,376 3,366 5.9% 33% 

2023 59,850 4,270 7.1% 38% 

2024 61,000 4,900 8.0% 42% 

(Bucko et al., 2025) [17] presents two streamlined 

composite indicators based on aggregated monthly data 

from 2019 to 2024, each of which captures a unique aspect 

of marketing and financial success. Principal Component 

Analysis was used to simplify the information into two 

easily interpreted indices by examining 10 important 

measures, such as expenses, sales, profit margins, average 

order value, and marketing returns. Together, the derived 

indicators account for more than 90% of the variability in 

the data. Business scale, profitability, and operational 

efficiency are all reflected in the first indication, Business 

Scale and Profitability. Marketing Pressure, the second 

indicator, measures the effectiveness of marketing 

expenditures, the level of investment, and the return on 

marketing initiatives. This method might assist managers 

and analysts in rapidly evaluating performance, seeing 

patterns, and making data-driven choices without getting 

bogged down by technical complexity by condensing a wide 

variety of factors into two metrics. The suggested approach 

and useful interpretation criteria provide a transportable 

framework for managers looking to evaluate and optimize 

marketing tactics with the least amount of technical 

overhead, while being based on a particular business 

instance. 

(David Olanrewaju et al., 2025) [15] Nigerian SMEs 

have struggled to maximize their financial performance 

despite the rapid advancement of digital marketing tools. 

Because of this, it was unknown how much the ROI of 

digital marketing impacted SMEs' financial outcomes. This 

study investigated the relationship between digital 

marketing ROI and financial performance among SMEs in 

Nigeria using a quantitative survey of 200 SME owners and 

managers from a variety of industries. Data was collected 

using structured questionnaires, and analysis was done using 

both descriptive and inferential statistics. The findings 

demonstrated measurable gains in market share, 

profitability, and customer acquisition for SMEs who 

strategically invested in digital marketing. The study also 

showed that digital marketing offered significant financial 

advantages over traditional marketing, despite adoption 

being hindered by cost, inexperience, and infrastructure 

problems. The return on investment (ROI) of digital 

marketing was proven to be a strong predictor of the 

financial performance of SMEs in Nigeria. The paper 

recommended government support programs, affordable 

data access, and further financing for digital marketing skills 

to boost SME competitiveness in the digital economy. 

Table 2: Summary of main variables [15] 

Variable Mean Score Standard Deviation Dominant- 

Response 

Interpretation 

Digital Marketing 

Adoption 

3.53 1.07 Agree 

(32.4%) 

SMEs generally adopt digital 

marketing, though not universally 

ROI from Digital 

Marketing 

Financial 

3.48 1.08 Agree 

(32.4%) 

Most SMEs report positive ROI, 

but many remain neutral or 

skeptical. 

Financial Performance 3.52 1.05 Agree 

(32.4%) 

Digital marketing is linked with 

improved financial performance 

for a majority 

Challenges in Measuring 

ROI 

3.28 1.15 Agree 

(32.4%) 

Many SMEs face difficulties 

quantifying ROI, despite adoption. 

(Sudhakar & Raju, 2025) [26] examines the digital 

marketing tactics utilized by one of the top fashion retail 

firms in India, Reliance Trends, with particular reference to 

its activities at Suchitra Trends. The study investigates the 

ways in which Reliance Trends uses content production, 
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influencer partnerships, social media marketing, search 

engine optimization (SEO), and tailored advertising to raise 

brand awareness and encourage consumer interaction. The 

main conclusions show that digital discounts, influencer 

marketing, and video content have a big impact on customer 

purchasing decisions and promote recurring business. The 

study comes to the conclusion that Reliance Trends has a 

strong, customer-focused digital marketing strategy that is in 

line with current business trends. To stay ahead of the 

competition, it suggests making strategic improvements in 

omnichannel integration, regional marketing, and AI-driven 

customisation. For fashion shops looking to maximize their 

digital outreach in a changing and dynamic industry, these 

observations have important ramifications. 

 

Figure 2: Impact of Digital Campaigns on Purchasing Decision  [26] 

(Anitha & Nithu, 2024) [18] The use of digital resources, 

primarily the internet, for product advertising is known as 

digital marketing. People are increasingly using online 

platforms as comprehensive advertising programs, favoring 

digital advertisements on devices such as computers, 

laptops, tablets, and mobile phones over those in physical 

establishments. Digital marketing also includes pay per click 

(PPC) or search engine marketing (SEM), email marketing, 

social media, optimizing social media profiles for better 

visibility, and search engine optimization (SEO), which is a 

natural way for websites to appear higher in search results. 

As e-commerce gains popularity, all of these categories are 

expanding. This study examines the impact of digital 

marketing tactics on the financial performance of businesses 

in a variety of industries. It also assesses how digital 

marketing metrics, such as ROI, CAC, and CLV, can boost 

profitability. Econometric models and a range of analytical 

tools are used to clarify the relationship between digital 

marketing efforts and financial outcomes including stock 

market performance, profit margins, and revenue growth. 

(Sharma, 2024) [27] The Internet is essential to human 

life in this day and age of contemporary technology. The 

internet is becoming a necessary component of households 

and workplaces. the amount of time that people spend online 

worldwide. Marketing researchers are creating new 

platforms for interactive, two-way communication between 

marketing companies and customers in response to this 

need. One of marketing research's favorite tools of the future 

is the Internet. The term "online marketing" describes a 

collection of effective techniques and tools for advertising 

goods and services online. Other names for online marketing 

include search engine marketing (SEM), web marketing, 

digital marketing, and internet marketing. Online marketing 

is the online exchange of values between a buyer and a 

seller. In recent years, online marketing has surpassed 

traditional advertising and is still a rapidly expanding sector. 

Online marketing is the term for advertising and marketing 

initiatives that use email and the web to promote direct sales 

through e-commerce. It includes three distinct domains, 

such as social media marketing, web marketing, and email 

marketing. The topics covered in this article are digital 

marketing, online marketing, online marketing techniques, 

online marketing advantages and disadvantages, and current 

trends and problems in online marketing. 

(Mardiani & Utami, 2023) [13] The promise and 

challenges of B2B digital marketing are examined in this 

research, along with methods for calculating return on 

investment (ROI) for MSMEs in Indonesia. Using a mixed-
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methods approach, surveys and in-depth interviews were 

employed to gather both quantitative and qualitative data. 

The findings demonstrate that MSMEs have extensively 

embraced digital marketing strategies, with content 

marketing and social media being the most well-liked. Tight 

budgets, challenging ROI calculations, and intense market 

rivalry are still problems. The paper offers practical 

recommendations, including the development of consistent 

ROI metrics, group marketing efforts, and an emphasis on 

innovation through the use of new technology and specialty 

targeting. The findings offer useful guidance to industry 

stakeholders, practitioners, and policymakers on how to 

better understand the dynamics of B2B digital marketing for 

MSMEs in Indonesia. 

(Ramachandran, 2023) [23] examines the historical 

development of digital marketing ROI, the importance of 

important indicators, and the use of sophisticated 

measurement tools in order to negotiate its intricacies. As 

crucial indications in evaluating the efficacy of campaigns, 

we examine important data including "conversion rates, 

Customer Acquisition Cost (CAC), Return on Advertising 

Spend (ROAS), Customer Lifetime Value (CLV), and social 

media engagement metrics". The crucial role that analytics 

platforms, marketing automation, and CRM systems play in 

improving measurement accuracy may be better understood 

by examining their integration. Case studies from the real 

world offer concrete insights, stressing flexibility and taking 

lessons from both achievements and setbacks. Practical 

advice is provided by suggestions for navigating new trends, 

enhancing accuracy, and determining future study 

directions. This investigation emphasizes how crucial a 

sophisticated comprehension, creative methods, and moral 

concerns are to optimizing the return on investment of 

digital marketing.  

(Yendra, 2023) [28] examines, via a methodical 

literature analysis, how digital marketing tactics might 

improve a business's financial performance. It emphasizes 

the significance of key metrics including "Customer 

Acquisition Cost (CAC), Return on Investment (ROI), and 

Customer Lifetime Value (CLV)", as well as the effects of 

Search Engine Optimization (SEO), content marketing, and 

the integration of various digital marketing platforms. The 

findings show that content marketing and SEO greatly 

increase financial KPIs and organic traffic, which improves 

revenues and customer retention. These impacts are 

enhanced by the integration of several digital channels, 

which raises ROI overall. For financial optimization, it is 

essential to manage CAC, ROI, and CLV effectively. The 

most successful tactics are those that emphasize data-driven 

techniques and tailored marketing. These impacts are 

moderated by outside variables including the state of the 

economy and developments in technology. In order to 

maintain financial performance, the report emphasizes how 

crucial it is to implement integrated digital marketing 

strategies and adjust to shifting consumer preferences and 

external developments.  

(Sajjanar & Koravi, 2021) [29] Therefore, the purpose of 

this study is to analyze the many digital marketing channels, 

such as social media marketing, email marketing, and 

website marketing, in order to determine which medium 

offers the highest return on investment. Studying the 

function of digital marketing at the corporate level, 

comprehending the many digital marketing channels, and 

primarily determining the return on investment for each 

channel are the key goals. The study aimed to determine the 

current position of the online market and to identify which 

digital marketing channels yield higher returns on 

investment, as well as to ascertain the most effective media 

for future investment. For our study, we employed three 

digital marketing channels: email marketing, social media 

marketing, and website marketing. The return on investment 

(ROI) is computed using a budget of Rs. 1000. Based on the 

ROI, the digital marketing channel that yields the highest 

ROI is determined. 

CONCLUSION 

The digital marketing ROI has become a key 

performance that organizations need to use to justify and 

maximize their investment in online marketing. The review 

notes that whereas digital platforms deliver better 

measurability than traditional media, the evaluation of 

financial returns is still complicated by the fact that the 

customer experience is usually driven by more than one 

channel, data is distributed across various locations, and 

intangible returns such as brand equity and customer trust 

can be obtained. The research highlights the significance of 

combining the financial indicators (ROI, ROAS, CAC, and 

CLV) with advanced analytics to receive the overall 

evaluation of the campaign performance. Moreover, 

artificial intelligence and predictive analytics are new 

technologies that are changing the way ROI is measured. In 

general, this review summarizes that the comprehensive 

data-driven, long-term, and balanced approach to the 

effective financial assessment of digital marketing 

campaigns and sustainable business development is 

necessary. 
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